Abstract: In the current climate of severe competition among tourist destinations, the importance of brand equity in tourism marketing is increasing. This study looks at the impact of branding in relation to the largest group of inbound overseas tourists to South Korea, the Chinese. Data for the current study were obtained from a survey of tourists visiting Seoul from the Greater China region, including Mainland China, Hong Kong, Macao, Taiwan, and the Chinese living in Southeast Asia. The survey was conducted in popular sightseeing spots, four and five-star hotels in the Seoul Metropolitan Area, and the Incheon International Airport. The respondents were selected randomly, with effort expended to avoid any potential bias in the composition of the sample. Out of a total of 385 distributed questionnaires, 350 (China 191, Hong Kong 71, Taiwan 68, others 20) were selected as valid and finally used in the analysis. The results of this study suggest that price and word of mouth have beneficial effects on perceived quality, publicity, and brand awareness, and advertisement has beneficial effects on brand image. We also found that brand awareness and perceived quality have impacts on brand image, and brand image is related to brand loyalty. This is a pioneering study on the relationships between influencing factors, destination brand equity and its elements, and brand loyalty, with respect to Seoul, South Korea, as a tourism destination for tourists from China.
Introduction
Creating and developing a "brand" is one of the core-strategies of tourist destination management [1] . Branding as a concept is applied not only to commodities and companies but also to fields of tourism [2] [3] [4] [5] . Branding of the destination is one of the principal topics in tourism marketing in terms of enhancing differentiation and competitiveness [6] [7] [8] [9] [10] , but establishing a strong brand has increasingly been of significant concern because of fierce competition between places for visitor expenditures [11, 12] . The lack of points of difference between most South Korean tourism destinations has led to deepening competition among them, resulting in the recognition of the importance of brand as an effective method to win markets [13] [14] [15] [16] [17] . South Korea (Korea, hereafter) has experienced rapid growth of international tourist arrival numbers in recent years, yet competition with neighboring countries remains fierce. It is now recognized that the branding of Seoul, which is the predominant Korean tourist destination is vital.
The current volume of Chinese outbound tourism worldwide is phenomenal; just under 100 million Chinese people are engaging in international travel every year, making China the world's largest spender on international tourism at US$128.6 billion in 2013 [18] . The rapid expansion of Chinese tourism is attracting increasing attention from government organizations, tourism investors, and tourism marketers throughout the global tourism industry. Given their close historical relationships, cultural commonality, geographic proximity, and as a large trade partner in other commodities, the Korean Government and Korean tourism organizations are no exception. National and state level tourism organizations are seeking to strategically prepare for economic opportunities associated with Chinese tourists [19] .
China has been the overseas country with the largest number of inbound tourists into Korea since 2006 [19] . Researchers have investigated a diverse range of aspects of Chinese tourists overseas including their tourist behaviors [20, 21] , economic impacts and tourism policies [22, 23] , their package trips to overseas destinations [24, 25] , and their future demand for tourism [26] [27] [28] .
Korea has 51 million people, with nearly half living within 100 km of Seoul, the capital city. In 2014, more than 14 million overseas tourists visited Korea and approximately 75% visited the Seoul Metropolitan Area as their destination or as a stopover [19] . With its constantly growing economy, China's market importance in tourism is continually expanding [29] . In 2014, more than half the overseas tourists who visited Seoul were from the Greater China Region including China, Hong Kong, Macao, and Taiwan. Since China became a core market, the Seoul Municipal Government has targeted more than 40% of its marketing budget to China [30] . However, academic research on the motivations of Chinese tourists visiting Seoul is lacking. It is therefore important to understand Seoul's brand assets that tourists from Greater China recognize, and based on that understanding, develop a concrete implementation of strategies aiming at the long term sustainable growth of Seoul as a tourist destination. However, in the last couple of decades, the marketing, planning and management of Destination Seoul has not been successful; there have been frequent changes of the catch-phrase (slogan), political interference, lack of creative and efficient planning, and weak awareness from the public [19] .
To develop and implement more sustainable, strategic and systematic marketing approaches for any destination, it is important to investigate its brand association and brand equity, especially when targeting a specific group of tourists [8, 11, 31, 32] . However, most of the previous studies that have focused on the brand equity of a tourist destination have been explored at the level of country rather than a particular city. In addition, most studies of brand equity of a tourist destination have not been specifically focused on particular groups of tourists. Their scope has been rather broad and general.
To overcome and complement these limitations of previous studies, this study aimed to provide data to inform tourist management strategies for Seoul, and to assist in the promotion of effective destination branding to Chinese tourists by examining the relationship between brand equity influencing factors, their components, and the creation of brand loyalty. The intention of this paper is to understand the significance of the branding effect of a tourist destination using the example of Greater Chinese tourists visiting the Seoul Metropolitan area in South Korea. The paper discusses the theoretical evolution of brand-related components in a tourist destination focusing on brand equity and brand loyalty. It explains the methodological approach for the study before verifying the research hypotheses. It concludes with suggesting implications for the tourist destination marketer who is particularly aiming at securing a competitive edge in attracting Chinese outbound tourists.
Literature Review

Brand-Related Components in a Tourist Destination
Brand image rises as customer perception of the price fairness of products and services [26, [33] [34] [35] [36] . Ooi [35] proposed that the function of tourism destination branding is to create public recognition of a destination, to commercialize that location, to allow that location to compete with other destinations in the market, and to help form tourism experiences. The choice of tourism destination is determined by the brand value of each potential tourism destination, and this is a result of the consideration of the merits and attractions of the various options. The same mechanism governing consumers' general purchase decision making is applied to destination choices [6, 24, [37] [38] [39] . Perceived quality is defined as the elements that make people visit a particular tourism destination, and is the subjective judgment of overall quality [40, 41] . When assessing the quality of a tourism destination, the destination's brand equity can be evaluated based on how well potential tourists recognize it, and whether it is worth visiting [2, 9, 34, 42, 43] .
Brand awareness is defined as the ability to remember a brand's logo, and the existence of a degree of intimacy and acquaintance with it [44] . Seo and Lim [45] defined awareness as the extent to which a specific brand is distinguishable among many others. Brand awareness of tourist destinations is also defined as the ability of tourists to recall a specific tourism destination among various locations, and to distinguish it from others [46, 47] . The brand image of a tourism destination is a set of associations about that destination which includes feelings generated by a variety of functional attributes and activities that the destination has [33, 48] .
Brand Equity
Keller [49] expressed the concept of brand equity based on consumers; brand equity has been defined as a differentiated effect of brand knowledge on consumer responses (consumer perception, preferences, and behavior) to brand marketing activities. Simon and Sullivan [43] defined brand equity as the increments of cash flow to be generated in the future due to the brand, and by utilizing value-based techniques, this can be measured in financial terms. Axelrod [50] also considered brand equity in financial terms as the increase in the amount paid by a specific customer to acquire a particular brand without selecting alternatives that are functionally similar. Yoo, Donthu, and Lee [51] understood brand equity as the difference in the choices made by consumers when comparing branded and non-branded products of the same level; whereas Park [52] defined it as the current value of future benefits resulting from having a brand compared to not having a brand. Baldauf, Cravens and Binder [53] , and Kang [13] stated that from the perspective of consumers, distribution channels, participants, and enterprises, brand equity ensures higher revenues and margins compared to non-branded products, and is an aggregate that provides stronger, sustainable, and differentiated advantages compared to competitors. Brand equity has a desirable marketing effect (e.g., high loyalty, market share or revenue) that occurs because a product or service has a brand [8, 54] . Table 1 presents a summary of studies of the definition of brand equity to assist in our understanding of the trends over time in the concept of brand equity among academics. Table 1 . Classic studies on the definition of brand equity.
Author
Definition of Brand Equity
Farguhar [55] Brand equity is the added value of a product endowed by the brand name it carries when consumers have a good impression of that specific brand.
Baldinger [56] From the perspective of consumers, distribution channels, participants, and enterprises, brand equity, compared to non-branded products, ensures higher revenues and margins and is an aggregate that provides more sustainable and differentiated advantages compared to competitors.
MacLachlan and Mulhern [57] The increase in cash flows derived from using a brand (company perspective). Utility or value that cannot be explained by the properties of a particular product, the source of brand loyalty (customer perspective).
Aaker [1] As a combination of reliability, brand equity associated with the symbol, and brand name which is added to a product or service, brand equity adds to or subtracts from the value provided by a product or service to a firm and to that firm's customers.
The current study applies Aaker's [1] components of brand equity: perceived quality, brand awareness and brand image (also used by Cobb-Walgren, Ruble, and Donthu [42] ):
Perceived quality of a brand: Zeithaml [58] broadly defined quality of brands as superiority or excellence, and with this definition as the base, defined perceived quality as the judgment of consumers about the overall superiority or excellence of a product. In other words, perceived quality, unlike objective quality, is subjective and refers to what consumers think regarding the quality or service. In this study, perceived quality is defined as the extent to which tourists see the overall quality of tourism products and services in Seoul as a tourism destination. The questionnaire items adopted were configured based on the research of Yoo and colleagues [51] , Zeithaml [58] , Dodds, Monroe, and Grewal [59] .
Brand awareness: Aaker [1] argued that brand awareness is a combination of whether a specific brand is stored in the memory of consumers and their ability to recall a specific brand within a product category. Brand awareness is created by increasing brand familiarity through strong association and repetitive positive exposure. In this study, brand awareness is defined as the extent to which Seoul was distinguished from other cities; for example, the degree of knowledge regarding Seoul as a tourism destination, (was it) the first tourism site that comes to mind, and so on. Based on the research of Yoo and colleagues [51] , Konecnik and Gartner [9] , and Ha [60] , four items were selected for the survey questionnaire.
Brand image: Brand image can be defined as perceptions about a brand as reflected by the cluster of associations that consumers connect to the brand name in memory [49, 55] . Thus, brand image associations are the informational nodes linked to the brand node in memory, and contain the meaning of the brand for consumers [49] . When a given node concept is recalled, the strength of association determines what other nodes will be activated [1] . When a brand image becomes popular, in their minds, visitors link it to an array of benefits and positive expectations. Im, Kim, Elliot, and Han [38] developed a conceptual framework for destination brand equity that goes beyond image by adapting and expanding a multidimensional consumer-based brand equity scale for application within a tourism context. Destination image refers to a tourist-based subjective impression of a given destination [8] .
Although brand image is not the sole component of destination branding, destination image is central to the formation of a destination-branding model [4, 9, 61] . Tasci and colleagues [62] posit that destination image should have cognitive, affective, and conative components. In this regard, destination image is defined as "an interactive system of thoughts, opinions, feelings, visualizations, and intentions toward a destination" [62] (p. 200). The subject of destination image has received great attention in the context of tourism destination branding [63] [64] [65] . Kim [66] argues brand image includes all thoughts, emotions, and imaginations associated with the brand. Seeing brand image as playing an important role in differentiation, Ha [67] determined that an image of a brand can be a key component of brand equity formation only when differentiation with competing brands exists. This study understands brand image as a concept that includes tourists' differentiated emotions with competing tourism destinations following tourism activities. Based on the research of Dodds, Monroe, and Grewal [59] , Konecnik and Gartner [9] , and Ha [60] , three items were measured. However, over-emphasis on image may lead to the misconception that image is simply all about constituting destination branding; this has been raised in several destination branding studies [3, 4, 9] and is addressed here.
Factors Affecting Brand Equity in a Tourism Destination
Brand equity can exert a significant influence on re-purchase (revisit) intention [3, 34, 53, 54] . Aaker [1] (p. 15) describes brand equity as "a set of brand assets and liabilities linked to a brand, its name, and symbol that add to or subtract from the value provided by a product or service to a firm and/or to that firm's customers". Keller [49] (p. 8) defines brand equity as "the differential effect of brand knowledge on consumer response to the marketing of a brand". Influencing factors of brand equity means employing marketing communication activities that increase the asset value of corporate brands, which in turn helps them to accomplish their goals, including superiority over market competition, continuous growth of profit, loyalty of long-term customers, and so on [34, 37, 51, [68] [69] [70] .
Yoo and colleagues [51] incorporated four constructs (brand awareness, brand image, brand associations, and brand loyalty) as the dimensions of tourist destination brand equity. Washburn and Plank [71] detected a significant correlation between brand equity dimensions and re-purchase intention in a co-branding context. Im, Kim, Elliot, and Han [38] further developed a conceptual framework for destination brand equity that goes beyond image by adapting and expanding a multidimensional consumer-based brand equity scale for application within the tourist destination context. The empirical results of their study, based on a consumer survey in Malaysia that measured the brand dimensions of Korea, identified the relational linkages between four principal brand equity dimensions (brand awareness, brand image, brand associations, and brand loyalty), and overall customer-based brand equity. They emphasize the importance of brand image, associations and awareness, and furthermore highlight the mediating role of brand loyalty in building destination brand equity.
In the U.S. context, Huang, Oh, Zhang, and Choi [6] identified four competitor cities to Buffalo, New York, and the key attributes that those cities possess to attract tourists. The relative importance of the key attributes including city brand was investigated through a choice-based conjoint analysis. Shopping opportunities was found to be the most important attribute, followed by restaurant/food, culture/festivals, sports, nature-based attractions and city brand. Their study identified three distinctive tourist segments (food and shopping lovers, city-driven do-it-all tourists, and cultural tourists). Similarly, Tsai, Lo, and Cheung [68] discovered that customer-based casino brand equity is a higher order factorial structure amongst the four first-order constructs that they identified a priori in their study. The strongest association was found to be with brand image, followed by perceived quality, brand loyalty, and brand awareness. Perceived value and revisit intention were found to be the two direct consequences of customer-based casino brand equity. Lim and Weaver [48] examined the relationship between tourists' destination preference and preference for products associated with the destination's brand. The results revealed that both the cognitive and the affective images of a destination are positively related to the preference for products associated with the destination.
Most of the research on the brand equity of tourist destinations discussed above focused on general customers, and almost none scrutinized the detailed influential factors of destination branding for tourists specifically. Although the results of previous research present a wide range of influential factors affecting brand equity, in consideration of the fact that its target is Seoul with respect to Chinese tourists, the present study has set price, advertisement, public relations and word of mouth as the influential factors [51, [72] [73] [74] [75] [76] [77] .
Price: Price is often used as a signal to indicate quality [59, 78] . Zeithaml [58] argues that since consumers expect the quality of products to increase when higher prices are charged, price has a positive impact on purchase probability. Based on market principles, when good materials are used for good quality products, consumers will naturally pay more, and expensive products are formed. Brucks, Zeithaml, and Naylor [78] discuss price discounts as one of the most important variables in promotion-related events, and that continued price differentiation strategies provide an opportunity for further development. Price has been used as an important positioning tool in differentiating products, and is considered one of the most important factors in determining the market share and profitability of firms. In this study, price is defined as the charge that is subjectively perceived by tourists as appropriate considering the total cost of consumption before and during their visit to Seoul, and the cost of each consumer segment (accommodation shopping, transportation, and so on). As the tour price in this current study refers to the price of tourism products within the destination, and it is not appropriate to compare single products, the measuring scale, based on the research of Smith and Park [79] , Kirmani and Wright [80] , and Yoo et al. [51] , was composed of four items.
Advertising: Advertising plays a central role within marketing communications, and therefore in building brand equity [61, 74] . Advertising is a form of persuasive communication designed to form a positive attitude towards a particular product or change attitudes in a positive way by delivering persuasive messages [78] . Furthermore, since advertisements can transfer information and the image of the brand to many people in a short amount of time, many companies prefer to communicate through advertising [68] . In this study, the operational definition is the extent of favorability regarding advertisements of Seoul that tourists subjectively perceive. The questionnaire items were configured based on the research of Cobb-Walgren et al. [42] , Kirmani and Wright [80] , and Yoo [81] .
Promotion: Promotion is a way of advertising firms, products, services, etc. using many methods that allow contact with consumers. News or editorials in the mass media are considered highly reliable compared to other marketing communication tools. Promotion activities increase the recognition level of consumers regarding business activities such as products and services and this increases brand sales, improves brand image and awareness, and ultimately leads to a high level of brand loyalty [34] . The operational definition used here is the frequency and manner to which tourists encounter Seoul as a tourism destination through promotions such as news reports and articles. The questionnaire items were configured based on the research of Keller [34] , and Ryu [77] .
Word of mouth (WoM): Yoon and Kim [30] argue that consumers attempt to obtain information before purchasing to minimize the chance of failure of the purchase, and a common method used is Word of Mouth (WoM). Online WoM can be defined as the process of communication among consumers exchanging positive or negative information obtained through direct or indirect experiences regarding certain firms, products, or services via e-mail or hypertext [72, 76, 82] . This approach emphasizes that a perceived and transmitted destination image becomes a projected image through the electronic WoM (eWoM) effect, and contributes to closing the circle of tourist destination image formation in a holistic way. A significant diffusion of a tourist destination image is performed through eWoM communication, which takes place in online information sources that present traveller comments, reviews, and ratings, and through search engines that locate these sources and present a summary of the collected data [24, 83] . In this study, WoM was defined as information obtained from other people's experiences and recommendations, and indirect WoM as information obtained through the internet [77, 81, 84, 85] . The spread of word of mouth information is widely used to measure tourists' primary behavioral intentions [73] , destination loyalty [86] , and future behavior [87] .
Brand Loyalty
Brand loyalty is the foundation of a consumer intention to repetitively purchase certain brands or services [88] [89] [90] . Chaudhuri and Holbrook [53] examined two aspects of brand loyalty; purchase loyalty and attitudinal loyalty, as linking variables in the chain of effect from brand trust and brand affect to brand performance (market share and relative price). However, an agreed concept of brand loyalty has not yet been established. In past research, brand loyalty has been measured as an attitudinal dimension, behavioral dimension or as multi-dimensional. Seeing brand loyalty as preference and a psychological commitment to a particular brand, the attitudinal approach determines brand loyalty by measuring the favorable attitude of consumers towards it. The behavioral approach considers loyalty to be the tendency to repeatedly purchase a specific brand for a period. Finally, as a combination that integrates attitudinal and behavioral approaches, the multi-dimensional approach sees brand loyalty as a favorable trend in consumer attitudes and repetitive purchasing tendencies related to a specific brand. Day [91] argued that consumers are showing true brand loyalty when they repeatedly purchase a brand and simultaneously possess a favorable attitude. In addition, psychological attachment and behavioral consistency are understood to be main components of loyalty. The research of Song, Su, and Li [46] proposes a multiple mediation model, in which destination loyalty intention is jointly influenced by the interplay among destination image, tourist satisfaction, and perceived value.
Hsu, Oh, and Assaf [92] stress that brand loyalty for upscale hotels is a composite outcome variable of the three variables of brand awareness, perceived quality and brand image. Brand value is also a predictor of brand loyalty in tourism destinations [3] . Seo [93] showed that perceived quality affects brand image and customer satisfaction in the aviation industry. Chen and Tseng [37] show that brand awareness influences brand perception quality and again, brand perception quality affects brand loyalty. According to Choi's study [94] on tourism destination brand equity formation targeting Japanese tourists visiting Korea, brand awareness and brand image affect brand loyalty. In addition, brand image and brand awareness have influence over brand loyalty [17, 95] . Song and colleagues [46] confirmed that destination image's effect on destination loyalty intention is only partially mediated by perceived value and satisfaction. They substantiated all possible single and multiple effects within their research model. However, none of these studies investigated strategic brand loyalty with a focus on the international Chinese tourist market. Accordingly, this study was conducted with brand loyalty as a result variable, not as a component of brand equity and, based on the research of Cobb-Walgren and colleagues [42] , the components of brand equity were seen as being perceived quality, brand awareness, and brand image.
Research Methodology
Research Models and Hypotheses
After considering the results of earlier research that found a causal relationship between tourism destination brand equity influencing factors and brand perceived quality [43, 78, 96] , a significant cause and effect relationship between tourism destination brand equity influencing factors and brand awareness [51, 97] , and a relationship between tourism destination brand equity influencing factors and brand image [38, 68, 69, 77] , it is concluded that there is an influencing relationship between each variable. Second, as a result of considering related previous studies which present the existence of a relationship between tourism destination brand awareness and brand perceived quality [46, 70] , causation between brand awareness and brand image [47, 74] , and the existence of causation between brand perceived quality and brand awareness [76, 93] , it is inferred that there is an important relationship between these variables also. Third, considering previous studies that show the presence of a relationship between tourism destination brand perceived quality and brand loyalty [37, 84] , and causation among brand image and brand loyalty [3, 46] , it is inferred that there is an important relationship between these variables as follows:
Hypothesis 1 (H1). Tourism destination influencing factors will positively affect brand perceived quality.
Hypothesis 2 (H2).
Tourism destination influencing factors will positively affect brand awareness.
Hypothesis 3 (H3)
. Tourism destination influencing factors will positively affect brand image.
Hypothesis 4 (H4).
Tourism destination brand awareness will positively affect brand perceived quality.
Hypothesis 5 (H5).
Tourism destination brand awareness will positively affect brand image.
Hypothesis 6 (H6).
Tourism destination brand perceived quality will positively affect brand image.
Hypothesis 7 (H7).
Tourism destination brand perceived quality will positively affect brand loyalty.
Hypothesis 8 (H8).
Tourism destination brand image will positively affect brand loyalty. 
Survey Activities for Data Collection
Data collection for the current study was conducted among tourists visiting Seoul from the Greater China region, including Mainland China, Hong Kong, Macao, Taiwan, and the Chinese living in Southeast Asia, such as Thailand, Malaysia, Indonesia, and Singapore. The current study was conducted for 15 days in May 2016, one of the most popular months for sightseeing in Korea due to the comfortable weather and more shopping opportunities in the country at that time (see Appendix A). The survey was conducted in popular sightseeing spots such as Gyeongbokgung Palace, the Dongdaemun Gate, the Myeongdong shopping district, four and five-star hotels in the Seoul Metropolitan Area, and the Incheon International Airport. Since Chinese tourists were to be targeted, the survey was conducted by four bi-lingual interviewers fluent in Chinese, who were taking tourism-related courses as their major at Korean universities, and who had academic survey experience. In addition, they were trained to communicate the reason for the research and answer any questions from the survey respondents. The survey responses were voluntary and remained anonymous.
Approximately 20 to 35 responses were collected each day from individual and group package tourists. The respondents were selected objectively and randomly, with effort expended to secure avoiding any potential bias or sample error in the composition of the respondents such as gender, age, the number of accompany, and city of residence (in the case of group tourists). A small present was given to the respondents as a sign of appreciation for their participation. There was no quota of collected questionnaires per day or location. Out of a total of 385 distributed questionnaires, 350 (China 191, Hong Kong 71, Taiwan 68, others 20) were selected as valid and finally used in the analysis.
Method of Data Analysis
The collected data for this current study were analyzed using the Statistical Package for the Social Sciences (SPSS) 17.0 program and the AMOS 7.0 program. First, a frequency analysis was conducted to examine the demographic characteristics and the visitation patterns of those visiting Seoul. Next, Cronbach's alpha values were calculated to verify the reliability of the measured variables, and exploratory factor analyses and confirmatory factor analyses were conducted to verify validity. To examine the impact of the component factors that influence brand equity on the perceived quality of a brand and brand awareness, including brand image and the impact the components have on brand loyalty, a multiple regression analysis was performed through observation and parameterization of these variables. In addition, the research hypotheses were tested by using a theoretical causal relation model analysis of brand equity influencing factors and brand equity 
Survey Activities for Data Collection
Method of Data Analysis
The collected data for this current study were analyzed using the Statistical Package for the Social Sciences (SPSS) 17.0 program and the AMOS 7.0 program. First, a frequency analysis was conducted to examine the demographic characteristics and the visitation patterns of those visiting Seoul. Next, Cronbach's alpha values were calculated to verify the reliability of the measured variables, and exploratory factor analyses and confirmatory factor analyses were conducted to verify validity. To examine the impact of the component factors that influence brand equity on the perceived quality of a brand and brand awareness, including brand image and the impact the components have on brand loyalty, a multiple regression analysis was performed through observation and parameterization of these variables. In addition, the research hypotheses were tested by using a theoretical causal relation model analysis of brand equity influencing factors and brand equity components through structural equation modeling. The coefficient estimation of the structural equation model for the verification of the research hypotheses used the maximum likelihood method. Table 2 summarizes the questionnaire composition of previous research and the measurement scale applied for the current study. The substantial outcome of the analyzed data is presented in the later part of this paper. 
Results
Of the survey participants, 56.6% were females, and were married. The largest age group was in their twenties (35.1%), and office workers were the largest group in occupation terms (20.6%). Almost two-thirds were college/university graduates, and 31.4% had individual monthly incomes of over US$4000. Residents from mainland China were slightly more than half of the total respondents. Table 3 provides the demographic outline for the respondents.
Tourists visiting Seoul for the first time were in the majority at 59.1%, followed by visitors who had been there two to three times at 31.1%. Purpose of travel showed simple sightseeing "tourist attractions" as the largest set at 60.3%, and "shopping" as 33.7%. The motivation to visit Seoul was 28.9% for the statement "because I wanted to know Seoul", and 21.7% for "because it is geographically close". Independent travelers and package tour travelers accounted for 25.7% and 74.3% respectively of the total. The travel companion question showed that 53.1% of tourists were with their family, and 35.7% were with friends/colleagues. According to the question on sources of information, 52% used "travel agency", followed by 15.1% the "Internet". In answer to questions about the inconvenience of traveling to Seoul, the majority (69.7% of tourists) picked out the "problem of a language barrier". More than two-thirds of the respondents were satisfied with their Seoul visit. Table 4 details the information of the visit to Seoul.
Validity and Reliability of Measurement
Reliability test of categories to measure Seoul's brand equity influencing factors including price, publicity, advertisement, oral tradition and so on, gave a Cronbach's alpha coefficient of 0.735 for the price related variable. The Cronbach's alpha for advertisement related variables was 0.701, for publicity 0.698, and word of mouth (WoM) related variables 0.701; thus overall, it is possible to conclude that these measures had relatively high internal consistency. Therefore, the reliability of the measurement instrument was secured. Reliability tests for the categories used to measure the component factors of Seoul's brand equity included brand perceived quality, brand awareness and brand image, provided a Cronbach's alpha for brand perceived related variables of 0.729. Brand awareness had a Cronbach's alpha coefficient of 0.699, and brand image related variables 0.752. Therefore, these variables had a relatively high internal consistency, and the reliability of the measurement instruments was secured. The outcome of reliability tests on the categories used to measure Seoul's brand loyalty gave a Cronbach's alpha coefficient of 0.746. Once again it is possible to conclude that the items composing this measure have a relatively high internal consistency.
The results of the exploratory factor analysis on influencing factors of Seoul's brand equity included price, publicity, advertisements and oral tradition, and had a Kaiser Meyer Olkin (KMO) scale of 0.809, and a Bartlett's sphericity test of χ 2 equaling 1231.444 (df = 78, p < 0.001), which means that it was suitable for analysis on primary factors. The total variance explanation ratio was 61.644%. The analysis showed that: the variance explanation ratio of variables related to oral traditions was 31.186%, and the variance explanation ratio of variables related to publicity was 7.056%. KMO scales of 0.846 and an χ 2 value of 1018.194 (df = 45, p < 0.001) resulted from the exploratory factor analysis on Seoul's brand equity component factors, and the Bartlett's sphericity test; meaning that this procedure was appropriate for the analysis of primary factors. The total variance explanation ratio was 61.694%. The analysis of the collected data shows that the variance explanation ratio of brand perceived quality was 39.82% and the variance explanation ratio of brand image related variables was 8.32%. The exploratory factor analysis on brand loyalty of Seoul gave 66.75% as the variance explanation ratio. were the results for the goodness-of-fit of the model. This was based on a confirmatory factor analysis using a covariance correlation matrix of the variables from the validity test and the reliability test, plus the exploratory factor analysis on brand equity influencing and component factors. Except for the χ 2 statistics, all goodness of fit indices were greater than the general standard. Since χ 2 statistics are sensitive to sample size, it is essential to consider these along with other goodness of fit results; therefore, measured variables' goodness of fit of the model appeared to be acceptable. Table 5 shows the result of the confirmatory factor analysis on brand equity influencing factors. Table 6 provides the results of the confirmatory factor analysis on the components of brand equity and brand loyalty. 
Verification of Research Hypotheses
(1) The impact of tourism destination brand equity influencing factors and brand equity components.
The results of the covariance structure model analysis confirmed that, among the factors of tourism destination price, advertisement, publicity (promotion), and oral tradition, the factors of price (t = 1.992, p < 0.05) and oral tradition (t = 4.449, p < 0.001) have a positive influential impact on brand perceived quality. In contrast, there was no positive influential relation between the factors of advertisement (t = 0.676, p > 0.05) and publicity (t = 0.430, p > 0.05). Thus, Hypothesis H1a and H1d were supported, and Hypothesis H1b and H1c were rejected. Additionally, among the brand equity influencing factors, the factors of price, publicity and oral tradition have a positive influential impact on the brand awareness of Seoul City. However, the advertisement factor did not; therefore, Hypothesis H2a, H2c and H2d were selected, but H2b was dismissed. Amidst brand equity influencing factors, advertisement factor's (t = 2.216, p < 0.05) positive influential relation on the brand image of Seoul city was observed but no observation was made on factors of price (t = −1.134, p > 0.05), publicity and oral tradition. Therefore, Hypothesis H3b was supported, but H3a and H3c were rejected.
(2) Influential relation among tourism destination brand equity components.
Hypothesis H4, which anticipated that tourism destination brand awareness would have a positive effect on brand perceived quality, was rejected due to the verification result that presented a standardized path coefficient of −0.034 (t = −0.235, p > 0.05). Hypothesis H5, predicting that tourism destination brand awareness would have a positive effect on brand image, was supported as a verification result of a standardized path coefficient of 0.864 (t = 4.445, p < 0.001) was achieved. Moreover, Hypothesis H5, which assumes that tourism destination brand perceived quality would have a positive effect on brand image, was also supported due to the verification result that presented a standardized path coefficient of 0.302 (t = 2.197, p < 0.001).
(3) Influential relation of components of tourism destination brand equity and brand loyalty.
First, the verification result of research Hypothesis H7, that predicted that tourism destination brand perceived quality would positively affect brand loyalty, showed a standardized path coefficient of 0.408 (t = 4.899, p < 0.001), which indicates a significant positive influential relationship. Thus, Hypothesis H7 was supported. Hypothesis H8, the anticipation that brand image would have a positive influence over brand loyalty, was selected as well, due to the verification result with a standardized path coefficient of 0.554 (t = 6.609, p < 0.001). Table 7 presents the impact analysis on brand equity's influencing factors and components. 
Discussion and Conclusions
In general, tourists tend to rely on the brand of a destination they wish to visit. The lack of originality and difference among most Korean tourism commodities has led to a deepening competition, resulting in the recognition of the importance of branding as an effective method to win consumers [30, 77, 81] . Tourists treat tourism destinations as products, perceive them as brands, and make a final selection based on influential brand equity. However, there is a paucity of research on specific brand equity in the tourism literature. With the current race among worldwide cities to become tourism destinations, research on the brand equity of Seoul, the most visited city by international tourists in Korea, was investigated in this study. The enhancement of Seoul's effective brand equity will be a source of competitive advantage, and should attract larger numbers of tourists. Furthermore, considering China's current huge influence on global tourism markets, the significance of this study is supported in terms of ensuring a systematic and strategic approach that induces Chinese tourists to visit Korea, and specifically Seoul.
This study attempted to understand the important branding features of a tourism destination. To accomplish this, it established a model of brand equity with relationships and four influencing factors (price, advertising, promotion, and word of mouth). The study therefore provides fundamental data that could be used for establishing a strategic branding position for attracting Chinese tourists. The result of this research can be summarized as follows. First, it can be seen that tourists from the Greater China region had a relatively high sensitivity towards the price of tourist products in Seoul. Thus, price is a major factor for tourists from the Greater China region to prefer or visit Seoul. The results suggest that tourists from the region prefer cheap group package deals. However, promotions and advertisement were discovered to have no impact on perceived brand quality.
Second, the impact of Seoul brand equity influencing factors on tourism destination brand awareness shows that price, promotion, and word of mouth (WoM) have an important influence. Thus, the promotion factor can be seen as a major variable that makes tourists recognize Seoul as a safe and relaxed tourism destination following positive or negative news regarding the city. Meanwhile, advertisement was found not to have an impact on brand awareness, however, advertisement is the most important factor in reminding people that Seoul is a tourism destination. Since China is a key market, by spending over 40% of its marketing activity budget in that market, Seoul has made an intense investment in Chinese outbound tourism in the last several years. Nevertheless, Seoul's branding efforts still seem to need more time to achieve significant outcomes. Meanwhile, the oral tradition factor affects brand quality perception and brand image. Its significantly higher leverage compared to the factors of price, publicity and advertisement is notable. This high leverage in the oral tradition suggests that Chinese tourists purchase products in response to word of mouth from others. Chinese tourists rely heavily on on-line communication, and the on-line community of Seoul's tour products, such as message boards, reviews, and comments, to minimize the risk of their tours. This emphasizes the need for interactive communication and word of mouth to increase the number of Chinese outbound tourists to Seoul.
Third, the results of analyzing the relationship of the Seoul brand equity influencing factor on tourism destination brand awareness revealed that the advertisement factor does have an impact. This means advertising is the most important factor when reminding potential visitors about Seoul as a tourist destination, therefore conducting proactive advertising activities can play a crucial role in Seoul being selected as a tourism destination. Fourth, word of mouth (WoM) has an influence on perceived brand quality and brand awareness, and its influence is noticeably higher than price, promotion, and advertising. This shows that aggressive recommendation by people, or the manner in which a tourist who has visited Seoul positively expresses opinions using WoM can have a strong impact on improving the competitiveness of that city. Thus, in the selection of tourism products as intangible goods, the effect of other people's WoM is important. Therefore, as WoM becomes diversified to include not only direct face-to-face deliverance, but also through the Internet such as in online communities, effective utilization is necessary to increase the attraction of tourists from the Greater China region. Lastly, the perception of Chinese tourists having a high regard for quality means that differentiating the brand image of Seoul from competing tourism destinations is important, and should improve emotional and intangible attachments toward the city. To cultivate Seoul's brand loyalty as a tourism destination, efforts should be made to improve tourism destination perceived quality and brand image.
The main point of this conclusion is (a) tourists from the Greater China region are sensitive to price, and (b) although Seoul promoted and advertised itself using much of its budget, WoM was more influential. The study contributes by providing an in-depth brand equity study of a global tourist destination, especially with a focus on Chinese outbound tourists, who are gaining increasing attention all over the world in the international tourism industry. It also makes strategic suggestions to practitioners in the tourism industry, regional marketing, government sector, and urban planning. However, despite such findings, this study has certain limitations. It investigated the perceived brand equity of the Seoul Metropolitan Area only, and solely with respect to Chinese tourists, and did not include the overall marketing strategies designed to enhance the brand equity of Seoul. This approach creates concerns in terms of objectivity and generalization. As the study included Chinese descendent respondents from Mainland China, Hong Kong, Macao, Taiwan, Singapore, and other Asian countries, individual studies on the four brand influencing factors (price, advertising, promotion, and word of mouth) with other populations should be investigated in the future. Additionally, comparative studies with other metropolitan cities in Korea could be another option to effectively expand this type of study. I. The followings are questions on the influencing factors of brand equity of Seoul as a tourist destination (price, advertisement, publicity, and word of mouth).
Please tick ( √ ) the most appropriate box that represents your opinion.
(1 = Strongly agree & 5 = Strongly disagree) 13 Seoul is positively described on the Internet. 14 People on the SNS speak well of Seoul. II. The following are questions about the components of brand equity of Seoul as a tourist destination (Brand perceived quality, brand awareness, and brand image).
(1 = Strongly agree & 5 = Strongly disagree) There is a distinctive image on tourism products of Seoul. 10 Seoul is more special than other cities. 
